cognitive and discursive analysis and drawing on the data retrieved from British and American website offering online promotional materials.
THEORETICAL BACKGROUND

Discourse
The development of the cognitive approach commenced in the twentieth century. Dabrowska and Divjak (1996) assume that the main aim of cognitive linguistics is to consider a language as a cognitive mechanism that participates in the coding and transformation of information (Dabrowska & Divjak, 2015) . The examination of advertising text and advertising discourse from the point of view of cognitive and discursive analysis is impossible without the identification of the meaning of 'discourse'. One of the most common definitions of this term is 'speech that is wrapped up in life' (Schiffrin, 1994, p. 103) . Van Dijk and Kintsch (1983) considered discourse as (in a general sense) a communicative event that takes place between a speaker and a listener (observer) in the process of communication at a certain period of time, and (in a narrow sense), as a complete or continuous 'product' of a communicative act which is interpreted by the recipient (Van Dijk & Kintsch, 1983, p. 418) . Another popular definition of discourse was suggested by Arutyunova (1990) who defined it as 'a textual unity in combination with extra-linguistic, pragmatic, sociocultural, psycholinguistic and other factors' (Arutyunova, 1990, p. 136-137) . In this research, we consider discourse as a dynamic cognitive process closely related to the production of real speech, the creation of a speech act.
The key objective of discourse is the production of a speech act (text) together with the support of the perception of this text by the recipient. Thus, understanding discourse involves certain mental processes that are aimed at influencing opinion concerning specific events or situations.
In addition, it is necessary to distinguish such notions as 'discourse' and 'text'. One of the main differences between text and discourse is that text is static while discourse is a dynamic phenomenon. Traditionally, linguists classify the term 'discourse' with the help of the notion of 'text'. Text, here, can be considered as a fragment or a component of discourse.
According to the Russian school of linguistics, discourse is a cognitive process which results in the creation of a speech act. At the same time, text is a final result of discourse. That is why discourse is related to speech, and text is related to the language system (Malyuga & Bantshikova, 2011, p. 122-134) .
Advertising discourse
As concerns advertising discourse, special attention is given to the text and its description (paralinguistic and extra-linguistic) means' (Bovee & Arens, 1995, p. 704 ' (Miroshnichenko, 2009, p. 224) .
Advertising text is viewed as an extremely useful tool attracting the target audience's attention. In order to make advertising texts more powerful and successful, advertisers use linguistic and speech strategies. As a result, much attention is paid to the study of this notion.
In order to be successful and influential, an advertising text has to be laconic, brief, clear and accurate, thus delivering the most significant information in a few words.
Advertising discourse and advertising text are intended to have an impact on diverse social groups of people as they appeal to a specific frame of mind.
Due to their laconic nature, advertising texts are particularly instrumental in implementing various linguistic strategies. This, in particular, can help make the connection with pragmalinguistics as it identifies which grammatical and lexical units, stylistic devices or syntactic means will be used.
In the majority of cases, advertising is created not only to provide people with information, but to stimulate imagination. In order to achieve this goal, advertising texts use various stylistic devices, such as irony and metaphor.
The expansion of the Internet has also influenced Let us consider the influence of the target audience, for instance, on the choice of language.
If one produces advertisements for children, it is necessary to implement simple words in order for children to understand the advertising message.
Advertisements for adults, on the other hand, can use more complicated grammatical constructions as well as some common specialised terms.
Discourse strategies
Another way to make advertising texts more persuasive is to implement a number of speech strategies. There are many definitions of a speech strategy. In this study, speech strategy is interpreted as a combination of speech acts which purpose is to achieve the communicative goal of the speech It is a wide-spread belief that people have a negative attitude towards advertising. However, exposed to the same advertisement on a regular basis, one will inevitably think about its message whether one likes its content or not.
Social vs commercial advertising
The main difference between social and commercial advertising is that social advertising is not aimed at selling some specific range of products. The role of social advertising is to change the model of human behaviour and bring into the public eye the most significant phenomena and global issues. Therefore, social advertising is able to develop new social values.
The target audience here is not a particular social class but the society at large. This is because social 
'Social advertising is of great interest to public organisations and charities as well as to governments'
The language used in social advertising makes abundant use of imperative constructions. The particle 'not' is also used rather frequently in social advertising as a way of attracting attention to what not to do. The goal of social advertising in such cases is not only to warn people, but to prohibit certain action.
STUDY AND RESULTS
Having analysed over roughly a thousand advertising texts used in the texts of social advertisements, we find three common speech strategies used in social advertising discoursenamely, warning, persuasion and argumentation strategies (Fig. 1) . 
'HE SEES A LOT MORE OF HIS MOM NOW THAT HE'S LOST HIS LICENCE. MAYBE SHE'LL GIVE HIM DATING ADVICE.
DRINKING & DRIVING IS IT REALLY EVEN WORTH IT?'
In this case the tactics of showing ways of problem solving is used to highlight the impropriety of certain decisions and thus serves as a reminder that before doing something one should think whether it is really worth it. This particular advertisement is telling a story of a man who has decided to drink before driving. The consequences of this decision are rather predictable -he loses his licence. That is why, now if he wants to go on a date, he needs to ask his mom to give them a lift. The advertiser appeals to emotions, addressing one of the most important of human interests -family.
The picture that accompanies the words is an image of a child caught in the middle of a natural disaster. This advertisement is designed to remind the parents that bringing a child to this worth is a responsible endeavour. If one decides to have a baby, one should prepare for it, giving consideration to a variety of issues involved.
Making a decision to have children is supposed to turn a person into a responsible individual, who will be expected to always have a plan. Bringing up a child is not an easy task at all, and if one doesn't take care of all the aspects the bringing up process, nobody will do it for them. This is why advertisers use a well-known idiom 'in your hands' meaning 'accepting responsibility'.
'GLOBAL WARMING IS LEAVING MANY HOMELESS'
This social ad once again appeals to emotions, making the target audience stop and think about the environment, the planet, and its inhabitants. According to the UN reports, we are currently far away from a world where men and women are treated equally. This is especially true in terms of employment, responsibilities and salaries. Many educated women cannot find an adequate job, and even if they do, it is quite possible that they will earn less money than a man in the same position.
For example, in countries such as Sweden and France women can earn 31% less than men, and in emerging countries -75% less than men.
In addition, the advertisers use bold and cursive types in order to attract attention, and make use of passive constructions and impersonal sentences to show that it is appealing not just to women but to a general audience.
CONCLUSION
Online advertising is viewed as one of the major channels used to persuade people to take certain action, which is why the majority of advertising agencies prefer to use this medium as is a quick way to reach the target audience.
Social advertising differs from commercial advertising in that it isn't intended to make people purchase a product, and it isn't about gaining profit. On the contrary, its key goal is to advise on The study highlights that speech strategies implemented in online advertising are yet to be thoroughly investigated. Our hope is it will be of
